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Chinese beverage market is increasing rapidly, affected by competition for 
non-carbonated drinks, the growth rate of carbonated drinks drops. At the same time, 
while China's beverage market competition is intense and the concept of Chinese 
consumers is "healthy", the competition advantage of Coca-Cola in China is becoming 
narrow. In the new situation, the Coca-Cola Corporation needs to actively adjust the 
marketing strategy. Therefore, this paper takes Coca-Cola Xiamen Bottling plant as an 
example, to analyze of the existing marketing strategy of company and its problems, and 
explores how to develop more effective marketing strategies, in order to ensure the 
company to compete in the future to continue to maintain a leading edge. 
This paper applied literature survey method, case study and questionnaire research. 
First of all, this paper applies the related theory of learning in the MBA student in Xiamen 
University of marketing and strategic management, which provides a theoretical basis for 
this study. Secondly, this paper uses the case study method, and takes Coca-Cola Xiamen 
bottling plant for research subjects and analyzes the advantages and disadvantages of the 
marketing strategy. In addition, this paper also designs the questionnaire, and does the 
questionnaire. The paper collects the first–hand data of Xiamen bottling plant distribution 
customer satisfaction. And the paper analyzes the data to understand the shortcomings of 
the existing marketing strategy of company. Finally, the paper integrates marketing theory, 
marketing strategy analysis and data analysis, gives advice on marketing strategy of 
Coca-Cola Xiamen bottling plant and the implementation of security. 
There are seven chapters in this paper. The first chapter is the introduction that 
describes the research background and significance, research methods and the content and 
structure of the paper. The second chapter is the summary of the relevant theory, and 
summarizes the theory of customer relationship management, marketing theory and 
related knowledge. The third chapter has carried on the analysis of Coca-Cola Xiamen 
bottling plant marketing, which mainly introduced the current status of beverage industry, 
brief introduction of Coca-Cola Xiamen bottling plant and its marketing analysis. The 
fourth chapter analyzes the marketing strategy and the problems of Coca-Cola Xiamen 
bottling plant. Based on four aspects, that is product, price, channel, and promotion, this 
chapter analyzes the marketing strategy of Coca-Cola Xiamen bottling plant and its 
shortcomings. At the same time, through the investigation of distribution of customer 















provides the basis for the optimization of the company marketing strategy. The fifth 
chapter proposes suggestions about its marketing strategy for Coca-Cola Xiamen bottling 
plant basing on four aspects, such as product, price, channel and promotion. Then the 
paper puts forward some suggestions, such as the implementation of product 
differentiation strategy, the establishment of the standard price system, the establishment 
of price discount limit, terminal price stability, customer profit, market segmentation, 
optimization of distribution network, customer segmentation, differentiated services, 
telephone sales, e-commerce and big data application development. The sixth chapter puts 
forward the implementation of security improvement in Coca-Cola Xiamen bottling plant 
of the marketing strategy, from the marketing idea promotion, the localization of the 
implementation and efficient marketing team building and corporate culture to promote 
four aspects of marketing implementation guarantee. The seventh chapter is the 
conclusion. 
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